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Pricing
What Are You Worth?

By DIANE LEONE

n a tight market, it's tempting

to cut your price, sell yourself

short. But does that really ben-

efit you in the long run? Pricing
is a topic on everyone’s mind these
days. What indicators do you use to
determine how you price your prod-
uct? What areas contribute to that
decision?

Compensation

Why are you in this business, again?
Yes, feeling those creative juices are
fantastic, but at the end of the day, you
must get paid for what you do. Many
in the industry charge a design fee or
hourly fee, a flat retainer fee and/or
add a margin onto products sold or
a combination of the above choices.
Which do you use?

Fees: How do you charge for your
time, talent and expertise? Whatever
your system, designers should charge
for time. By doing so, we promote the
reality that the interior designer is an
expert, a talent. You don't negotiate
what you will pay your doctor or law-
yer. Why should anyone think they
don't have to pay for your time?

Judith Clark of Design Elements
charges for her initial consultation
and feels strongly about charging for
her time and expertise. “It is worth
working with those who appreciate
quality more than those who don't”

she says. By charging for her initial
visit, Clark sets the standard that she
is a professional and her time is valu-
able. Other possibilities are to give a
complimentary consultation, charge a
flat retainer or add a margin on top of
products sold.

Margin: Dian Garbarini of Designs
by Dian and founder of DraperyPro,
has a goal to make a sale on prod-
uct. “I can make far more by selling
products than I can if I just charged
an hourly fee,” she says. “You do have
to set guidelines for yourself as far as
how to charge enough over wholesale
to compensate for your time and tal-
ent.”

Do a break-even analysis: Under-
stand your overhead costs, costs of
all elements of the project and an ad-
equate markup to cover all job costs
and overhead and show a profit at the
end of the project.

At the 2008 International Window
Coverings EXPO (IWCE) in Atlanta
this past March, the pricing panel
agreed that a 100 percent margin on
fabric was the minimum margin for
fabric. There were differing opinions
on margins on workroom labor and
hardware. Take a look at a break-
even analysis to make certain you are
charging enough for your work.



